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Abstract 
Despite continued growth over recent decades, travel journalism has so far 
gained little attention in journalism research, with scholars often ridiculing it and 
other forms of lifestyle journalism as not being real journalism. This paper aims 
to the shift the focus by arguing that non-news journalism is increasingly 
important as a site for research. It reports the results from a content analysis of 
Australian newspaper travel sections and examines the role they play in 
mediating foreign places. The results demonstrate that travel stories can be 
mostly classed as service stories in that they focus on destinations which are 
already popular with Australians. At the same time they report very little about 
local cultures at the destinations, demonstrating a focus on the tourist experience 
and a missed opportunity for improving inter-cultural understanding. A visual 
analysis of photographs shows stereotypical portrayals of destinations broadly in 
line with tourism promotion materials. 
 
Introduction 
Most newspapers in the western world have over the past two decades or so developed large 
sections concerned with lifestyle aspects, a development that has been in line with 
populations in these countries enjoying increasing amounts of leisure time. Amongst such 
lifestyle content, travel sections play a pivotal role, as the past 30-40 years have seen an 
exponential rise in tourism globally, with leisure and tourism becoming an important social 
activity as well as a significant component of the world economy (Fürsich & Kavoori, 2001). 
Interestingly, this rise in travel and lifestyle content has coincided with a decrease in 
international news reporting, leaving travel sections to play a growing role in newspapers’ 
representation of foreign cultures. In fact, US travel editor Thomas Swick (2001, p. 65) has 
claimed that “in this day of disappearing foreign bureaus, the travel section is many papers’ 
only in-house window on the world at large”. 
Yet, despite the growth of lifestyle journalism, there has been relatively little interest 
from journalism scholars in this phenomenon. One reason for the lack of engagement may lie 
in the fact that travel journalism is still widely regarded as a “frivolous topic” of research 
(Fürsich &Kavoori, 2001). Travel journalism has a difficult stance, often seen as journalism’s 
not-so-serious little brother, a view held by practitioners and scholars alike (Hanusch, 2010). 
Such attitudes neglect to take into account the fact that travel journalism can play an 
important role. Studies in the field of tourism have demonstrated that mass media messages 
can have at least some influence on the formation of travellers’ destination images (Beerli 
and Martín, 2004; Gartner, 1993; Loda and Carrick Coleman, 2005; Mercille, 2005). It is 
therefore crucial that journalism scholars take into account such emerging forms of 
journalism, in order to not only more fully understand the breadth of journalistic activity, but 
particularly to examine how travel journalism portrays the world compared to traditional 
forms of foreign news reporting. This gap in knowledge is at the core of this paper, which 
examines the ways in which Australian travel journalism portrays the world through the 
travel stories published in weekend newspapers. 
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Literature Review 
While there exists relatively little academic research into travel journalism overall, a few 
important studies have emerged over the past eight years or so that can provide a starting 
point for an analysis of newspaper travel stories. In fact, content analyses of travel stories 
have been the most common types of studies undertaken in the field so far (Hanusch, 2009). 
A number of such studies have been conducted in the field of tourism research, much of 
which is grounded in Urry’s (1990) seminal analysis of the sociology of tourism and the 
tourist’s gaze. Tourism studies have long recognised the value of travel writing for the 
marketing of destinations, and studies have often been conducted with a view to allow 
destination marketing organisations get the best value for money (see, for example, Dore & 
Crouch, 2003). Pan & Ryan (2007) have proposed a comprehensive framework for analysing 
travelogues so that destination marketers could better understand what coverage they were 
getting from travel writers. Such studies could include, for example, the ways in which travel 
stories associate particular sensory allusions with certain destinations (Pan & Ryan, 2009). 
Travel writing has also been argued to aid in educating tourism students and add to an 
understanding of other cultures (Armstrong, 2004).  
Indeed, the portrayal of foreign places and cultures has been at the heart of much 
research in the field, and most studies have consistently found a marginalisation of ‘the 
other’. In their study of newspaper travel stories, Galasinski and Jaworski (2003) found that 
locals in host countries were mostly only identified by their first name, and thus were 
relegated to a lesser status. Analyses of television travel shows have also repeatedly found 
that locals appeared mainly when they were involved in the tourism industry or a related 
service industry (Dunn, 2005; Hanefors & Mossberg, 2002). In addition, an orientalist 
discourse was prevalent in many such programs (Dunn, 2005), a frame that was also 
identified by Cocking (2009), who examined the representations of the Middle East in British 
travel journalism. Similarly, in her studies of American travel writing, Santos (2004, 2006) 
found a litany of stereotypes, exclusion of local voices and lack of material to promote 
intercultural understanding. Bowen and Santos (2006) also note that both TV travel shows 
and newspapers define quality in tourism experiences in very exclusive and repetitive 
patterns. Their analysis of the Travel Channel and The Australian shows that such 
experiences are “highly controlled, predictable and expensive” (Bowen and Santos, 2006, p. 
51).  
Yet, there exists a relative lack of empirical data in such analyses. The vast majority 
have been conducted from a cultural studies perspective and have conducted discourse 
analyses in order to investigate some of the broader themes that run through travel 
journalism, particularly in terms of ‘othering’. While such studies are immensely useful, there 
has been a corresponding lack of quantitative analyses. In perhaps the first attempt at 
establishing an empirical overview, Hill-James (2006) analysed travel supplements in The 
Australian, The Courier-Mail and the Sunday Mail, and was able to confirm some of the 
findings from overseas studies. For example, she found that locals at the destination were 
largely ignored, and stories did not provide for much interpretation of the destination. She 
noted that North America, Europe and Southeast Asia were dominant regions to feature in 
travel stories, a situation that also exists in TV travel shows. In an examination of programs 
broadcast on the Travel Channel, Mahmood (2005) found a consistent focus on destinations 
in the United States and Europe, at the expense of other world regions. 
These findings are particularly interesting if seen in the context of the numerous 
foreign news flow studies conducted over the years. Such studies have often found a 
preference for the dominant political powers in the US and Europe, be they in terms of space 
or the favourability of coverage (Sreberny et al., 1984; Stevenson, 1997). In Australia, the US 
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and Europe (particularly the UK) have also consistently been the dominant newsmakers, but 
Asia has achieved a growing presence in recent years (Grundy, 1985; Henningham, 1996; 
Putnis et al., 2000). Historically neglected regions in world news include South America, 
Africa and the Pacific Islands. But because such studies have only concentrated on hard news 
stories, it is important to investigate what trends persist in Australian travel journalism. 
 From the above literature review we can see some evidence to suggest that trends 
from foreign news reporting would persist in travel writing. So far, however, the majority of 
studies have been mostly concerned only with case studies of certain regions, such as the 
Caribbean (Daye, 2005), Portugal (Santos, 2004) or the Middle East (Cocking, 2009). Only 
Hill-James (2006) attempted to investigate more empirically the role played by travel stories. 
What is needed therefore is a combination of qualitative and quantitative approaches in order 
to shed more light on the content of travel sections. Before developing categories for 
measuring such stories, however, it is important to further examine an important aspect of 
travel journalism that has so far been neglected.  
 
Visual representations of travel journalism 
A distinct gap in the literature exists when examining how destinations are portrayed visually 
in travel journalism, despite the fact that images play an important role for every travel story. 
However, there do exist some studies in the tourism literature which examine images in 
tourism advertising. One widely-cited framework here is provided by Dilley (1986), who 
examined national tourist brochures from 21 countries. Dilley categorised the pictures along 
four underlying themes: landscape, culture, recreation and services, which were further 
divided into sub-categories: landscapes were coded as coastal, mountain, rural, urban or flora 
and fauna; culture was evident either through photos that depicted history and art, 
entertainments, local people or the local economy; photographs with recreational focus could 
be either conveying messages of participation, such as skiing, swimming or scuba diving, 
while observation photos would encourage being a spectator in exotic local sports; finally, the 
services category related to tourist facilities that could either be classed as attractions 
(advertising attractive facilities of luxury standard) or as ones of reassurance (assuring 
readers that they could expect comforts they enjoyed at home, such as comfortable hotel 
rooms).  
In an attempt to apply Dilley’s concept to the study of travel journalism content, Daye 
(2005) examined UK newspaper travel stories about islands in the Caribbean, finding that 
stories predominantly focused on recreational aspects and stereotypical representations of 
landscapes. However, Daye only examined the representation of landscapes in the written 
articles, rather than photographs. Nevertheless, it would appear that Dilley’s framework lends 
itself to examine visual aspects of travel journalism. However, we also need to go one step 
further, and examine how local people are portrayed visually, rather than just measuring 
whether they are present. Again, literature from the field of critical tourism studies provides a 
useful starting point. In their examination of ‘othering’ in tourist brochures, Morgan & 
Pritchard (1998) argue that representations of people and places in tourism are often the result 
of discourses such as imperialism, colonialism and racism.  
However, Morgan & Pritchard (1998) went beyond a purely qualitative discussion 
and incorporated a quantitative approach by examining 752 images of host populations in 
four long haul UK tourism brochures. Partly based on a sexism measurement scale developed 
by the authors (Morgan & Pritchard, 1998; Pritchard, 2001), they argued that images of host 
societies could be classed along five levels: a) hosts as welcoming and decorative (local 
people have no context and are only presented as attractive individuals); b) hosts as canvas 
for a bigger picture (local people merely as a backdrop to a scene); c) hosts as tourist 
attractions in their own right (performing a native dance, for example); d) hosts as servants of 
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tourists (for example, waiters or chefs); and e) hosts as equals to tourists (local people 
engaging with tourists at an equal level, such as having drinks together or talking to them). 
The first three levels, according to Morgan & Pritchard’s (1998) classification, identifies 
local people as part of the destination and the tourism product itself, while the fourth 
classifies them as still less powerful than the tourist. Only the fifth level actually presents 
local people as equal to tourists. In their analysis, Morgan & Pritchard (1998) found that a 
majority (53 per cent) of images of adults portrayed them on the level of canvas, with a 
further 29 per cent displaying hosts as attractions, 19 per cent as servants and only 1 per cent 
as equals. 
 
Methodology 
As we can see from the review of the literature on travel journalism and tourism studies, there 
are still significant gaps in our knowledge about the ways in which newspaper travel 
journalism portrays the world to its audiences. Focussing on the travel sections published in 
Australian newspapers, the following research questions were:  
 
RQ1: Which foreign destinations do Australian newspaper travel stories tend to focus on? 
RQ2: How are foreign destinations portrayed in cultural terms in the text? 
RQ3: How do travel stories portray foreign destinations, and particularly foreign people, in 
photographs? 
RQ4: What are the differences and similarities in Australian newspapers’ travel sections in 
terms of the portrayal of overseas destinations? 
 
 
Universe, sample size and unit of analysis 
In order to answer the above research questions, this study investigated the travel sections of 
six Australian metropolitan and national newspapers. Australian travel stories are generally 
published on weekends, and it was decided to choose three sections published on Saturdays 
and three on Sundays. On Saturdays, the travel sections of The Australian (“Travel and 
Indulgence”), Sydney Morning Herald/The Age (“Traveller”) and The Courier-Mail (“etc: 
Entertainment, Travel, Culture”) were examined, while on Sundays, The Sunday Mail, The 
Sunday Telegraph, (both with individual sections called “Escape”) and The Sun-Herald 
(“Travel”) were sampled.1 These particular newspapers were selected in order to achieve a 
mix of News Ltd and Fairfax-owned newspapers, which are by far the two dominant 
metropolitan newspaper publishers in the country. Further, for geographical coverage, 
newspapers from the three major metropolitan markets, Sydney, Melbourne and Brisbane, 
were chosen.  
Travel sections were sampled over 26 weeks during the first half of 2009, with every 
second week included in the analysis, resulting in a sample size of 13 issues per section, 
beginning on January 11. In total, 78 issues of travel sections were examined by the author, 
as sole coder, as the analysis served as a pilot study for a larger, cross-national project. Only 
travel stories which featured foreign destinations were included in the analysis. Domestic 
stories, editorials, reader questions, celebrity travel Q&As, or listings of travel tips and deals 
were excluded. Story space and prominence was not examined due to a number of factors: the 
different size of travel sections (The Australian is published in broadsheet, while the others 
are in tabloid format) meant comparisons were difficult to make; unlike news reporting there 
                                                          
1
 The “Traveller” section is, in terms of stories on foreign destinations, the same for the Sydney Morning Herald 
and The Age.  
Hanusch Representations of foreign places outside the news 5 
is rarely more than one story on a page; and travel stories tend to be equally long as they 
occupy typically two tabloid pages.  
In order to answer the research questions, a number of coding categories were 
developed in line with some of the frameworks and findings of the studies discussed 
previously. Firstly, stories were coded according to the continent, world region and country 
the story focussed on, using the classifications developed by the United Nations (2009). Each 
story was then coded in terms of the extent to which it told readers about the local culture at 
the destination. This was done in order to ascertain the extent to which stories aimed to 
enhance inter-cultural understanding and tried to explain foreign cultures rather than just 
focussing on typical tourist experiences and services. The five categories ranged from “to no 
extent” to “less than 10 per cent”, “less than 25 per cent”, “less than 50 per cent” and finally 
“more than 50 per cent”.  
Further, in order to examine the presence of local voices, each story was coded on the 
quotes it included. Rather than merely looking at mentions of locals, an examination of how 
much voice was actually given to locals was deemed particularly important. Quotes can bring 
people to life in a story much more than when they are only described by a writer. Because 
locals who are employed in the tourism industry can be seen as less powerful in social 
relationships than other local people at the destination, the analysis distinguished between 
these two types.  
In order to examine the way in which destinations were portrayed visually, each 
photograph was examined using Dilley’s (1986) proposed categories. Each photo was coded 
only once, and if different categories were present, only the dominant aspect of the photo was 
coded. This was done to ensure mutual exclusivity, as recommended by Buzinde et al. 
(2006). For example, if a local person appeared in the background to an exotic sporting event, 
the photo was coded only as “observation”, rather than “local people”. In addition, however, 
to shed more light on the ways in which local people were represented, each photograph was 
coded as to whether it contained either no human subject, tourists only, hosts only, tourists 
and hosts, or whether it was unclear (for example when a photo could contain either host or 
tourist, and no further guidance was given in the caption). This followed the typology 
developed by Hunter (2008), who found that just over half of photos in tourist brochures 
included no people, and slightly more photos of guests than hosts. Subsequently, each photo 
containing local people was coded along Morgan & Pritchard’s (1998) categories on whether 
locals were portrayed as decorative, canvas, attractions, servants or equals.  
 
Results and Discussion 
The analysis of the six newspapers yielded a total sample of 412 stories about foreign 
destinations published over 13 weeks, but with significantly varying numbers per newspaper, 
ranging from 26 stories (an average of two per week) in The Courier-Mail to 120 stories (an 
average of nine per week) in the Sun-Herald (see Table 1).  
 
– Table 1 around here – 
 
In general, Sunday newspapers contained a much larger number of stories, with an average 
6.9 stories per week, as opposed to 3.9 stories per week on Saturdays. This was to be 
expected, as traditionally Sunday travel sections tend to be more comprehensive in size. What 
is interesting, however, is the fact there exist significant discrepancies among the three 
Sunday papers, with the Sun-Herald publishing roughly twice as many stories about foreign 
destinations as the Sunday Telegraph. The size of the sections themselves was comparable 
during the research period, and while domestic stories were not counted individually, it was 
apparent from reading through travel sections that a much larger number of domestic travel 
Hanusch Representations of foreign places outside the news 6 
stories were published in the Sunday Telegraph. The reason The Courier-Mail published 
much fewer stories than any other newspaper, however, lies in the fact its travel section was 
also by far the smallest, with only around 3 stories per week in total.  
 
Portrayal of overseas destinations in stories 
When examining which world regions dominated, a remarkably uniform picture emerged. 
Europe and Asia were most regularly chosen as topics for travel stories, followed by the 
Americas, with Oceania and Africa receiving comparatively little attention (Table 2).  
 
– Table 2 around here – 
 
When examining world regions more closely, an interesting picture emerges that bears even 
more remarkable similarity to studies of Australian newspapers’ foreign news coverage. 
North America tops the list, with 14.1 per cent of stories overall focussing on either the US or 
Canada. Southeast Asia, a popular holiday destination for Australians for quite some time, 
comes a close second at 13.9 per cent. The third-most popular region in terms of articles is 
Northern Europe (12.2 per cent), with a heavy focus on the United Kingdom. East Asia 
represented 9 per cent of stories overall, just above Southern and Western Europe (8.3 and 
7.8 per cent respectively). Perhaps somewhat surprisingly, another popular destination, the 
Pacific Islands, did not score very highly, receiving 3.9 per cent of articles overall, while 
New Zealand received another 5.4 per cent.  
When examining the countries featured most often in Australian travel stories, the 
strong focus on North America, Western Europe and Southeast Asia is once again apparent 
(Table 3).  
 
– Table 3 around here – 
 
By far the most heavily featured country is the United States, followed by the United 
Kingdom. Together, these two countries make up almost one-fifth of countries featured. New 
Zealand, easily the most popular overseas destination for Australians (Australian Bureau of 
Statistics, 2010), only ranks fourth, having been featured in less than half the number of 
stories that featured the US, which itself attracts roughly half the number of visitors 
compared to New Zealand. Overall, the destinations featured in newspapers are reasonably in 
line with Australians’ most favourite destinations, although there seems to be a slight 
preference for Western destinations. Italy, France and Canada all make the top 10 list of 
featured countries, but in terms of departures from Australia rank as the 14th, 17th and 16th 
most popular destinations respectively. Nevertheless, only four of the top 20 most regularly 
featured destinations are not in the top 20 actual destinations for Australians. This overall 
trend is not surprising considering that, as Lischke (2006) has found, travel journalists often 
see themselves as providing a service for readers who want to travel to a specific destination. 
By focusing on Australians’ most popular destinations, newspapers are simply aiming to 
fulfil their audiences’ needs. 
 
Story content 
Previous studies of travel journalism have argued there is a tendency to focus only on the 
presenter or author, rather than the culture of the destination. In order to test these arguments, 
stories were examined in terms of the extent to which local culture was reported. As we can 
see from Table 4, the suggestion from previous studies is quite well supported, with local 
cultures receiving no mention at all in one-fourth of stories, and a further 42 per cent 
reporting on local cultures in less than 10 per cent of the content story. Combining these two 
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categories, we can see that two-thirds of Australian travel stories reported on local cultures in 
only extremely small ways. An interesting trend emerges when examining the more 
significant amounts of reporting on local cultures. Here, The Australian, Sydney Morning 
Herald/The Age and – to a slightly lesser degree – the Sun-Herald tend to provide more detail 
than the three other newspapers.  
 
– Table 4 around here – 
 
Nevertheless, as a group, Australian travel sections do appear to relegate the reporting on 
local cultures somewhat to the sidelines, instead concentrating on typical tourist experiences. 
This is confirmed when we examine the extent to which people are quoted in stories. As 
Table 5 demonstrates, while a number of stories did quote local people at the destination, 
these were predominantly locals employed in the tourism industry, rather than “regular” 
locals.  
 
– Table 5 around here – 
 
Only 14.6 per cent of stories overall actually quoted locals, while almost twice as many (27.7 
per cent) quoted locals employed in the tourism industry. This demonstrates the extent to 
which stories engage with locals on the level of the tourist experience rather than finding out 
about the lives of regular people at the destination. However, there are pronounced 
differences amongst newspapers’ quoting of locals. Once more, these differences are along 
similar lines as differences on general content, with The Australian, SMH/The Age and Sun-
Herald giving locals more voice than the other newspapers in the sample. Of further concern, 
however, is the lack of quotations in travel stories in general. Almost 60 per cent of stories 
did not quote anyone at all, and only one newspaper (The Australian) included quotations 
more often than it didn’t.  
 
Visual content 
Australian newspapers’ travel sections were found wanting in the amount of attention they 
give to local cultures, and to further examine these results, as well as gauge the way in which 
countries are portrayed, the images accompanying travel stories were examined. As 
mentioned previously, photographs are an essential component of travel stories. Only 22 out 
of 412 stories (5.3 per cent) did not contain a photograph. The average number of photos for 
all stories was 3 (a total of 1235 photographs), with averages ranging between 2.2 photos per 
story in The Australian, to 4.1 in the Sunday Telegraph and 4.0 in The Courier-Mail. An 
interesting picture emerges when examining the content of these photographs, with some 
similarities to story content apparent. As Table 6 shows, the majority of photos are actually 
completely devoid of any human life, similar to the situation in tourist brochures (Hunter, 
2008). 
 
– Table 6 around here – 
 
Barely one-fourth of stories showed local people, which can be seen in the context of the 41 
per cent of stories that do not quote at least one person. Interestingly, the newspapers which 
tended to quote locals more often also showed a higher percentage of photos of locals, 
although not by much. Further, a mere 3 per cent of photos overall showed any interaction 
between locals and tourists. In terms of individual world regions, there are some significant 
differences also. In particular, photos from Africa and Europe tended to show relatively few 
people, with 63.5 and 62.5 per cent respectively showing no human subject. In contrast, only 
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51.7 per cent of photos from Asia showed no people. Asia also had the highest percentage of 
local people in photos, with 32.6 per cent of all photos from Asia showing locals. In general, 
photos from all continents showed more locals than tourists, with the notable exception of 
Oceania. Here, only 16.5 per cent of photos showed locals, while 23.6 per cent showed 
tourists, demonstrating a focus on the tourist and the tourist experience. This is confirmed 
when we examine the way in which locals were portrayed in photographs (Table 7).  
 
– Table 7 around here – 
 
When applying Morgan & Pritchard’s (1998) scale for seeing “others” to Australian 
newspaper travel stories, we can see a heavy weighting towards portraying locals as 
decorative or canvas. This means that every fifth local is portrayed in a one-dimensional way, 
as purely a smiling, attractive individual without any context. Similarly, one-third of photos 
depict locals as the background to set the scene, perhaps to merely add some life to a picture 
that actually focuses on something other than people. Almost a further one-fifth of 
photographs showed locals as colourful attractions in their own right. Yet, in just over 10 per 
cent of images, locals were actually portrayed on an equal level, interacting with tourists in a 
non-subservient fashion. Interestingly, the three newspapers that reported least on local 
cultures appeared to be more likely to portray locals as equals. However, these figures are 
based on relatively small amounts, with the only meaningful difference existing between the 
Sunday Telegraph and the Sun-Herald.  
Nevertheless, it would appear that travel stories do tend to portray locals in a slightly 
more positive light than tourist brochures. Comparing the results here with those of Morgan 
& Pritchard’s (1998) analysis of tourist brochures, travel stories portrayed locals as equals in 
10.5 per cent of photos, while tourist brochures only did so in 1 per cent of photos. However, 
when examining the portrayal of locals by world region, the developed countries of Europe 
and North America are treated quite differently from the rest of the world. Every fifth photo 
from North America (defined as the US and Canada), showed locals as equals to tourists, 
with 11.6 per cent of photos from Europe doing so. In Asia, however, only 6.3 per cent of 
photos depicted locals as equals, while in Oceania the figure was 7.7 per cent and 9.5 per cent 
in Africa. Conversely, images from Asia, Africa and Oceania were more likely to show locals 
in servant categories than those from Europe and North America.  
This result is supported by the visual portrayal of world regions in general. In 
particular Africa and Asia, but also Oceania, are here defined to a significant degree in terms 
of the services they provide for tourists (Table 8).  
 
– Table 8 around here – 
 
In the case of Africa, one quarter of all photos show some type of tourist service, mainly 
hotel accommodation or transport. Within this category, it is also important to note that the 
vast majority of photos from Africa focus on the reassurance mode, meaning that tourist 
experiences are represented in a way that reassures tourists of comforts they are used to from 
home. For all other continents, the attraction mode outweighs the reassurance mode. Africa is 
further defined predominantly through its flora and fauna, with a large number of stories 
focussing on safari experiences. Local culture, in contrast, gets a relatively minor mention. 
Oceania, defined here as New Zealand and the Pacific Islands, is mainly defined through its 
coastal landscapes and participatory recreation – sports such as scuba-diving or snorkelling, 
but also skiing in the case of New Zealand. This finding is in line with the previous 
observation that there were more photos of tourists than locals in Oceania. Obviously, 
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Oceania is portrayed as Australia’s playground, with stories focussing on the tourist 
experience rather than engaging with the local culture.  
Asia appears to be defined predominantly by its cultural attractions, as well as tourist 
services. Every fifth photo from Asia shows some type of tourist accommodation, often of the 
luxurious type. History and art, however, make up the largest category, and together with 
local people and the local economy, the category of culture makes up almost half of all 
photos. Special mention needs to be made in regard to Indonesia, which ranked in the top ten 
tourist destinations and is a popular holiday spot for Australians. Here, the tourist experience 
seems to significantly outweigh other cultural or landscape aspects, as 38 per cent of photos 
focussed on services aspects (23 per cent as attraction, 15 per cent as reassurance), and 
another 21 per cent on recreation (13 per cent on participation and 8 per cent on observation). 
These are far above the averages for Asia in the respective categories, demonstrating that 
Indonesia appears to be viewed in very one-dimensional and highly tourist-focussed ways. 
Europe and the Americas (dominated by photos from the US and Canada), on the 
other hand, are portrayed somewhat differently to the other regions. Here, very little attention 
is paid to tourist services, presumably because Australians can take it for granted that hotels 
and transport will be of acceptable standard to them, and there is thus no particular need to 
accentuate these services. Photos from both the Americas and Europe contained a large 
number of urban scenes, testament to the high degree of urbanisation in those regions and the 
tendency to promote city-based tourism rather than empty landscapes. Further, Europe was 
defined primarily in terms of its history and art, with just over one-third of photos displaying 
such aspects. In fact, the three European countries in the top ten tourist destinations 
represented also ranked one to three in this category, with 50 per cent of photos from France 
focussing on history and art, 39 per cent from the UK and 27 per cent from Italy. The 
Americas also ranked high on the participatory recreation aspect, a result that was in large 
part due to the focus from Canada (where 31 per cent of photos focused on participation). 
The analysis shows some striking similarities to Dilley’s (1986) analysis of photos in tourist 
brochures, particularly in terms of the focus on history in Europe and services and recreation 
in developing countries.  
 
Conclusion 
The above results provide some important insights into the way in which Australian 
newspaper travel stories portray the world to their readers. To some extent, travel journalism 
appears to cover the world in similar ways to the foreign news sections. The study found that 
travel stories focus to a large degree on North America, Europe and Southeast Asia, all 
regions which attract a large number of Australian tourists. Regions such as South America, 
Africa and the Pacific Islands receive little attention in travel writing. The results also 
confirm a lack of engagement with local cultures, with many stories preferring to focus on 
tourist-centred experiences. Similarly, few stories overall included any quotations, and when 
they did, the vast majority of stories quoted only locals who were employed in the tourism 
industry, thus narrowing the lens through which culture was seen. Some differences between 
newspapers emerged here, however, with The Australian, SMH/The Age and the Sun-Herald 
tending to focus more on cultural understanding and quoting of locals than the Sunday 
Telegraph, Sunday Mail and The Courier-Mail.  
This trend continued when examining the visual aspects of stories, with the ‘quality’ 
papers also showing a higher percentage of locals in photographs. In terms of world regions, 
there was some imbalance, in that people from countries of the developing world were less 
often portrayed as equals and more often as servants to tourists than people in developed 
countries. Similarly, countries in Africa and Oceania were more likely to be portrayed in 
terms of the services and beautiful landscapes available to tourists rather than aspects of their 
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culture. In contrast, North America and Europe were to a large degree defined in terms of 
their history and the arts and often focused on cityscapes. A special case was Asia, which 
overall was depicted quite often in cultural terms, yet a country like Indonesia was 
predominantly portrayed in terms of services and recreational aspects.  
In terms of visual coverage of the world, there are some striking similarities with the 
way in which travel sections and tourist brochures portray foreign destination. This goes to 
the heart of a recurrent criticism of travel journalism being very dependent on public relations 
and the tourism industry in general, because it appeared that a number of photos could have 
come from tourism authorities. This study did not code for producers of photographs, 
however, because most newspapers either did not attribute producers at all or only as a group, 
making it difficult to ascertain where each photograph came from. Future studies should 
investigate this aspect more comprehensively. A further important aspect is the relationship 
between advertising and editorial. This paper was unable to address the issue in any depth, 
however, as doing so would constitute a journal article in itself. Nevertheless, future studies 
will need to analyse this complex aspect of travel journalism.  
One aim of this paper was to find out whether previous studies’ arguments about 
travel journalism could stand up to empirical investigation. As such, this article demonstrates 
that a number of the assertions made by others on the topic hold true in the case of Australian 
travel journalism. Of course, one may argue that the fact travel sections concentrate on 
popular destinations and the tourist experience rather than educating about local cultures is 
merely a reflection of the way in which newspapers see the purpose of travel journalism. 
While this may in fact be the case – and some evidence from interviews with travel 
journalists supports it (Lischke, 2006; Hanusch, 2009b) – we should also question such 
practices. As Rowe (2007, p. 385) has argued in relation to sports journalism – another area 
often seen as not worthy of the term journalism – simply because it is not seen as a serious 
enterprise, “it should not be exempted from scrutiny regarding professional criteria within the 
news arena”. One would think that travel journalism can also represent an opportunity to tell 
its readers more about local cultures and perhaps help work against stereotypes, while at the 
same time fulfilling its service function. Yet a lot of the characteristics discovered in this 
research are akin to long-held criticisms of newspapers’ foreign news reporting. 
The field of travel journalism research is still largely neglected as a scholarly activity. 
While a handful of studies have engaged with the topic, a concerted effort is still lacking. Yet 
travel journalism arguably plays an important part in at least partly affecting the images 
people hold of foreign countries, particularly in light of the decline of foreign news. This 
paper has aimed to examine Australian newspaper travel stories’ portrayal of foreign 
countries in a comprehensive fashion. While such research is, due to the lack of past research, 
invariably exploratory in nature, approaches from international communication research as 
well as tourism studies have been useful in developing a framework for studying travel 
journalism. Nevertheless, while there are a number of limitations, it is hoped that this attempt 
may spur on a new generation of researchers to more comprehensively examine a field of 
growing importance for journalism research. 
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Tables 
 
Table 1: Foreign travel stories per newspaper 
  Number of Stories Stories per week Percent 
Sun-Herald 120 9.2 29.1 
Sunday Mail 89 6.8 21.6 
The Australian 66 5.1 16 
Sunday Telegraph 59 4.5 14.3 
Sydney Morning Herald/The Age 52 4.0 12.6 
The Courier-Mail 26 2.0 6.3 
Total 412 31.7 100 
 
Table 2: Coverage of continents by newspaper (in per cent) 
    Europe Asia Americas Oceania Africa 
The Australian (N=66) 19.7 50 18.2 9.1 3 
SMH/The Age (N=52) 37 31 17 7.7 7.7 
The Courier-Mail (N=26) 31 31 19 15.4 3.8 
Sunday Mail (N=89) 33 26 21 10.1 10.1 
Sun-Herald (N=120) 38 26 23 7.5 5.8 
Sunday Telegraph (N=59) 37 29 19 10.2 5.1 
All newspapers (N=412) 33 31 20 9.2 6.3 
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Table 3: Comparison of top countries featured and countries attracting most visit 
    
Number 
of stories 
Percent     
Departures 
per month 
Percent 
1 United States 48 11.7 1 New Zealand 84,680 16.8 
2 United Kingdom 32 7.8 2 United States 44,054 8.8 
3 Thailand 23 5.6 3 Indonesia 42,018 8.3 
4 New Zealand 22 5.3 4 United Kingdom 32,595 6.5 
5 Italy 20 4.9 5 Thailand 31,638 6.3 
6 France 16 3.9 6 China 22,654 4.5 
7 India 14 3.4 7 Fiji 19,265 3.8 
8 Indonesia 14 3.4 8 Malaysia 18,487 3.7 
9 Japan 13 3.2 9 Singapore 18,551 3.7 
10 Canada 11 2.7 10 Hong Kong 16,898 3.4 
  Total 
213  
(of 412) 
51.9   Total average 
330,840 
(of 503,448) 
65.8 
 
 
Table 4: Amount of reporting on local cultures (in per cent) 
   Not at all < 10% 10-25% 25-50% > 50% 
The Australian  (N=66) 19.7 36.4 19.7 18.2 6.1 
SMH/The Age  (N=52) 7.7 53.8 19.2 15.4 3.8 
Sun-Herald  (N=120) 30 32.5 25 8.3 4.2 
Sunday Mail  (N=89) 29.2 46.1 18 6.7 0 
Sunday Telegraph  (N=59) 23.7 45.8 22 8.5 0 
The Courier-Mail  (N=26) 23.1 53.8 23.1 0 0 
Total  (N=412) 24 42 21.4 10 2.7 
 
Table 5: Quotes in travel stories (in per cent) 
    Locals 
Locals in 
tourism 
Other 
tourists 
No quotes  
at all 
The Australian (N=66) 19.7 42.4 15.2 47.0 
SMH/The Age (N=52) 17.3 34.6 9.6 51.9 
Sun-Herald (N=120) 23.3 24.2 5.8 54.2 
Sunday Mail (N=89) 3.4 22.5 1.1 70.8 
Sunday Telegraph (N=59) 8.5 18.6 6.8 69.5 
The Courier-Mail (N=26) 7.7 30.8 7.7 61.5 
Total (N=412) 14.6 27.7 7.0 59.0 
Note: Multiple mentions were possible for locals, locals in tourism and other tourists. 
 
Table 6: Content of photographs (in per cent) 
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No 
human 
subject 
Tourist Locals 
Tourist 
and 
Locals 
Unclear 
The Australia (N=145) 55.9 12.4 26.2 3.4 2.1 
SMH/The Age (N=162) 51.2 11.7 30.2 1.9 4.9 
Sun-Herald (N=363) 56.5 10.7 25.1 2.2 5.5 
Sunday Mail (N=222) 56.8 11.3 20.3 7.7 4.1 
Sunday Telegraph (N=239) 60.7 15.5 20.9 0.8 2.1 
The Courier-Mail (N=104) 66.3 8.7 18.3 1.9 4.8 
Total (N=1235) 57.4 11.9 23.6 3.0 4.0 
 
 
Table 7: Portrayal of local people in photographs (in per cent) 
    Decorative Canvas Attractions Servants Equal 
The Australian (N=43) 18.6 37.2 14 20.9 9.3 
SMH/The Age (N=52) 17.3 38.5 25 9.6 9.6 
Sun-Herald (N=99) 26.3 38.4 20.2 10.1 5.1 
Sunday Mail (N=63) 17.5 28.6 17.5 20.6 15.9 
Sunday Telegraph (N=54) 16.7 29.6 22.2 16.7 14.8 
The Courier-Mail (N=21) 23.8 52.4 0 9.5 14.3 
Total (N=332) 20.5 35.8 18.7 14.5 10.5 
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Table 8: Visual portrayal of continents (in per cent) 
 
Total Africa Oceania Americas Asia Europe 
 
(N=1235) (N=85) (N=127) (N=245) (N=383) (N=395) 
Landscape 33.8 44.7 42.5 42 26.4 30.9 
Coastal 7.1 7.1 20.5 6.1 6 4.6 
Mountain 4.9 2.4 6.3 7.8 3.9 4.3 
Rural 4.7 5.9 3.9 6.5 4.7 3.5 
Urban 11 0 2.4 16.7 6.5 17 
Flora and Fauna 6.1 29.4 9.4 4.9 5.2 1.5 
  
      
Culture 45.1 28.2 28.3 35.5 47.3 58 
History and art 20.4 8.2 6.3 12.2 18.3 34.7 
Entertainments 2.8 1.2 1.6 4.1 1 4.3 
Local People 9.8 12.9 11.8 9.8 12 6.3 
Local Economy 12.1 5.9 8.7 9.4 15.9 12.7 
  
      
Recreation 6.2 1.2 14.2 11.4 5.5 2.3 
Participation 5.1 1.2 13.4 9.4 5 0.8 
Observation 1.1 0 0.8 2 0.5 1.5 
  
      
Services 14.1 24.7 14.2 9.8 20.1 8.6 
Attraction 8.7 5.9 8.7 6.9 13.1 6.1 
Reassurance 5.4 18.8 5.5 2.9 7 2.5 
  
      
Unclear 0.7 1.2 0.8 1.2 0.8 0.3 
 
 
 
 
